SUBJECT AND AUTHOR INDEX 
TO VOLUMES 1-2 


1987 ISSUES 1-2 
1988 ISSUES 1-4 


The Journal of Services Marketing 
108 Loma Media Road 
Santa Barbara, California 93103 


Vol. 3 No. 1 Winter 1989 


\ 
67 


THE JOURNAL OF SERVICES MARKETING 


SUBJECT INDEX 


Article 
Number Authors 
ADVERTISING AND PROMOTION 


. Echoic Memory Explored and Applied Terry Clark 
Volume 1, Number 2, pp. 41-48 


Representation of the Elderly in Advertising: Alan J. Greco 
Crisis or Inconsequence 
Volume 2, Number 3, pp. 27-34 


. Perceived Social Class Appeals of Branded Kjell Gronhaug 
Goods and Servi Paul S. Trapp 
Volume 2, Number 3, pp. 71-76 


. Fear Appeals as Advertising Strategy: Michael S. LaTour 
Should They Be Used? Shaker A. Zahra 
Volume 2, Number 4, pps. 5-14 


COMPANY STUDY 


. The Challenge of Retail Marketing Car! Williams at Federal Express 
Volume 1, Number 1, pps. 25-38 


6. Breaking The Rules and Winning Robin C. Glackin 
Volume 1, Number 1, pps. 53-56 


. Evaluating the Impact of Customer Service Richard T. Garfein 
Delivery Systems 
Volume 1, Number 2, pp. 19-26 


. Green Stamps: A Company Study. Mary Pollack 
Volume 2, Number 1, pp. 55-58 


. Met Life’s Quest For Quality John J. Falzon 
Volume 2, Number 2, pp. 61-64 


COMPETITION 


. Understanding The Differences And Thomas J. Fitzgerald 
Similarities Between Services and Products 
To Exploit Your Competitive Edge 
Volume 2, Number 1, pp. 27-30 


CONSUMER SATISFACTION/SERVICE 


. How Marketers of Intangibles Can Raise Betsy D. Gelb 
The Odds for Consumer Satisfaction 
Volume 1, Number 1, pps. 11-18 


. Evaluating the Impact of Customer Service Richard T. Garfein 
Delivery Systems 
Volume 1, Number 2, pps. 19-26 


. Guiding Principles for Improving Richard T. Garfein 
Customer Service 
Volume 2, Number 2, pps. 37-42 


. Who Is Your Satisfied Customer? 
Volume 2, Number 3, pps. 5-14 


. How Service Marketers Can Identify Value- 
Enhancing Service Elements 
Volume 2, Number 3, pps. 35-42 


> 
68 


27. 


. Using The List of Values (LOV) To 


. “I Can Do It Myself:” Training the Service 


. Indicators Of Materialism In Children’s 


. Customer-Oriented Corporate Culture Are 


. Customer-Oriented Corporate Cultures Are 


. The Identification Of Evaluative Criteria 


. Problem Recognition: The Crucial First 


. Differences In The Consumer Decision Process 


. Building Company Loyalty and Retention 


. Strategic Issues For Financial 


SUBJECT AND AUTHOR'S INDEX 


Understand Consumers 


Lynn R. Kahle 
Patricia Kennedy 


Volume 2, Number 4, pp. 49-56 


Cathy Goodwin 


Consumer To Contribute To Service Productivity 
Volume 2, Number 4, pps. 71-78 


Thomas J. Lipscomb 


Free Speech: Age And Gender Comparisons 
Volume 5, Number 4, pps. 41-46 


CORPORATE CULTURE 


Crucial To Services Marketing Success 
Volume 1, Number 1, pps. 39-46 


CUSTOMER ORIENTATION 


Crucial to Services Marketing Success 
Volume 1, Number 1, pps. 39-46 


F. G. Crane 


And Cues Used In Selecting Services 
Volume 2, Number 2, pp. 53-60 


T. K. Clarke 


Gordon C. Bruner 


Stage Of The Consumer Decision Process 


Richard J. Pomazal 


Volume 2, Number 3, pp. 43-54 


DECISION PROCESS 


C. Jeanne Hill 


For Professional vs. Generic Services 


Sue E. Neeley 


Volume 2, Number 1, pps. 17-26 


DIRECT MARKETING 


David S. Pottruck 


Through Direct Marketing 
Volume 1, Number 2, pp. 53-58 


FINANCIAL SERVICES 


Nigel A. L. Brooks 


Services Marketing 
Volume 1, Number 1, pps. 57-66 


. Financial Services: Increasing Your Marketing 


Productivity and Profitability 
Volume 1, Number 2, pps. 5-18 


One-Stop Financial Shopping—In Search 


Heiko de B. Wijnholds 


of Consumer Markets 


Michael W. Little 


Volume 2, Number 1, pps. 39-48 


GLOBAL MARKETING 


Robert O. Jordan 


. Going Global: How To Join The Second Major 
Revolution In Advertising 
Volume 2, Number 2, pps. 65-70 


x 
‘ 


. Applying A Services Marketing Orientation 
To The Industrial Services Sector 


Philip D. Cooper 
Ralph W. Jackson 


Volume 2, Number 4, pps. 67-70 


. How Marketers Of Intangibles Can Raise 
The Odds For Consumer Satisfaction 
Volume 1, Number 1, pps. 11-18 


. The Product Liability Implications 


Betsy D. Gelb 


Craig A. Kelley 


Of Services Marketing 
Volume 2, Number 2, pps. 43-52 


. Big Ideas In Services Marketing 


Joseph L. Orsini 


Leonard Berry 


Volume 1, Number 1, p. 3-5 
. Power Marketing: Its Past, Present 


Joseph V. Anderson 


and Future 
Volume 1, Number 2, pp. 27-36 


. Marketing Segments and Other Revelations 


Robert L. Burr 


Volume 1, Number 2, pps. 59-68 
. Differences In The Consumer Decision Pr 


C. Jeanne Hill 


For Professional vs. Generic Services 


Sue E. Neeley 


Volume 2, Number 1, pps. 17-26 


. Understanding The Differences and Similarities 
Between Services and Products To Exploit 
Your Competitive Edge 

Volume 2, Number 1, pp. 27-30 


. A Services Marketing Management Model: 


Thomas J. Fitzgerald 


Patriya Tansuhaj 


Integrating Internal and External 


Donna Randall 


Marketing Functions 


Jim McCullough 


Volume 2, Number 1, pps. 31-38 
. One-Stop Financial Shopping—In Search 


Heiko de B. Wijnholds 


Of Consumer Markets 


Volume 2, Number 1, pp. 39-48 
. Service Marketing To Yuppies 


Michael W. Little 


Alan J. Bush 


Volume 2, Number 2, pps. 19-28. 


David J. Ortinau 


. Managing Partial Benefit Marketing: 


Eugene H. Fram 


New Perspectives On Continuing Concerns 


Bruce L. Oliver 


Volume 2, Number 2, pps. 29-36 
. How Service Marketers Can Identify 


D. Randall Brandt 


Value-Enhancing Service Elements 
Volume 2, Number 3, pp. 35-42 


. Expanding Marketing Opportunities 
With Pre-Need Services 


Myroslaw J. Kyj 
C. Jayachandran 


Volume 2, Number 3, pp. 55-64 


John L. Haverty 


. Coping With Environmental Uncertainty And 


Steven Lysonski 


Boundary Spanning In The Product 


Alan Singer 


Manager’s Role 


David Wilemon 


Volume 2, Number 4, pp. 15-26 


‘ 
. J 


THE JOURNAL OF SERVICES MARKETING 


. Measuring The Effect Of Marketing ; John A. Howard 


Information On Buying Intentions Robert P. Shay 
Volume 2, Number 4, pp. 27-36 Christopher A. Green 

45. Soft Data-Hard Data: The Painful Daniel Seymour 
Art of Fence-Sitting 


Volume 2, Number 4, pp. 41-48 


. Applying A Services Marketing Orientation Philip. D. Cooper 
To The Industrial Services Sector Ralph W. Jackson 
Volume 2, Number 4, pp. 67-70 


. “I Can Do It Myself:” Training The Service 
Consumer To Contribute To Service Productivity 
Volume 2, Number 4, pp. 71-78 


Cathy Goodwin 


. The Identification Of Evaluative Criteria F. G. Crane 
And Cues Used In Selecting Services T. K. Clarke 
Volume 2, Number 2, pp. 53-60 


. Generating Marketing Ideas When Formal Eugene Del Vecchio 
Research Is Not Available 
Volume 2, Number 2, pp. 71-74 


. How Service Marketers Can Identify D. Randall Brandt 
Value-Enhancing Service Elements 
Volume 2, Number 3, pp. 35-42 


POLITICAL MARKETING 


. Strategies For Success 
From The Political Marketers 
Volume 2, Number 3, pp. 15-22 


Phillip B. Niffenegger 


PROFESSIONAL SERVICES 


. Marketing In The Restructured Professional Doris C. Van Doren 
Services Field Louise W. Smith 
Volume 1, Number 1, pp. 67-76 


. Differences In The Consumer Decision C. Jeanne Hill 
Process For Professional vs. Generic Services Sue E. Neeley 
Volume 2, Number 1, pp. 17-26 


. The Importance Consumers Place On 
Professional Services 
Volume 2, Number 1, pp. 59-70 


Cynthia Webster 


QUALITY CONTROL — 


. Maintaining Quality Control During Kathleen Krentler 
The “Crunch”’ In Service Firms 
Volume 2, Number 1, pp. 71-74 


. Met Life’s Quest For Quality 
Volume 2, Number 2, pp. 61-64 


. Strategies For Enhancing Services Quality 
Volume 2, Number 3, pp. 65-70 


John J. Falzon 


Thomas C. Keiser 


RETAILING 


. The Challenge Of Retail Marketing 
at Federal Express 
Volume 1, Number 1, pp. 25-38 


Carl Williams 


% 
: 


SUBJECT AND AUTHOR'S INDEX 


59. Change The Strategy, Change The Management 
System: Do The Department Stores 


Douglas J. Tigert 
Lawrence J. Ring 


Dare Risk Success 


Bert McCammon 


Volume 2, Number 2, pp. 5-18 


RISK TAKING 
60. The Effects Of Social Class And Perceived 


Paul Hugstad 


Risk On Consumer Information Search 


James W. Taylor 


Volume 1, Number 1, pp. 47-52 


SOCIAL MARKETING 
61. Social Marketing and Health Marketing 


Grady D. Bruce 


D. S. Leath 


Volume 1, Number 2, pp. 49-52 


G. B. Hastings 


62. The Marketing Of Altruistic C: 
Understanding Why People Help 


Bonnie S. Guy 


Volume 2, Number 1, pp. 5-16 


STRATEGY 
63. Change The Strategy, Change The Management 


Wesley E. Patton 


Douglas J. Tigert 


System: Do The Department Stores Dare 


Lawrence J. Ring 


Risk Success 


Bert McCammon 


Volume 2, Number 2, pp. 5-18 
64. Who Is Your Satisfied Customer? 


Nessim Hanna 


Volume 2, Number 3, pp. 5-14 


John S. Wagle 


65. Strategies For Enhancing Services Quality 
Volume 2, Number 3, pp. 65-70 


66. Future Strategic Emphases In Service 


Thomas C. Keiser 


A. Parasuraman 


Versus Goods Busi 


P. Varadarajan 


Volume 2, Number 4, pp. 57-66 


25 
60 
22 
34 
39 

1 
48 
46 
48 
49 
56 
36 
40 

7 
13 
30 

6 
47 

2 
44 

3 
62 
64 
61 
42 
23 
44 
60 
46 
42 
28 


= 


a 


AUTHOR'S INDEX 


AUTHOR INDEX 


Authors 


Anderson Joseph V. 
Berry Leonard 
Brandt D. Randall 
Brooks Nigel A. L. 
Bruce Grady D. 
Bruner Gordon C. 
Burr Robert L. 

Bush Alan J. 

Clark Terry 

Clarke T. K. 
Cooper Philip. D. 
Crane F. G. 

Del Vecchio Eugene 
Falzon John J. 
Fitzgerald Thomas J. 
Fram Eugene H. 
Garfein Richard T. 
Garfein Richard T. 
Gelb Betsy D. 
Glackin Robin C. 
Goodwin Cathy 
Greco Alan J. 
Green Christopher A. 
Gronhaug Kjell 
Guy Bonnie S. 
Hanna Nessim 
Hastings G. B. 
Haverty John L. 
Hill C. Jeanne 
Howard John A. 
Hugstad Paul 
Jackson Ralph W. 
Jayachandran C. 
Jordan Robert O. 
Kahle Lynn R. 
Keiser Thomas C. 
Kelley Craig A. 
Kennedy Patricia 


Krentler Kathleen 
Kyj Myroslaw J. 
LaTour Michael S. 
Leathar D. S. 
Lipscomb Thomas J. 
Little Michael W. 
Lysonski Steven 
McCammon Bert 
McCullough Jim 
Neeley Sue E. 
Niffenegger Phillip B. 
Oliver Bruce L. 
Orsini Joseph L. 
Ortinau David J. 
Parasuraman A. 
Patton Wesley E. 
Pollack Mary 
Pomazal Richard J. 
Pottruck David S. 
Randall Donna 
Ring Lawrence J. 
Seymour Daniel 
Shay Robert P. 
Singer Alan 

Smith Louise W. 
Tansuhaj Patriya 
Taylor James W. 
Tigert Douglas J. 
Trapp Paul S. 

Van Doren Doris C. 
Varadarajan P. 
Wagle John S. 
Webster Cynthia 
Wijnholds Heiko de B. 
Wilemon David 
Williams Carl 
Wind Yoram 

Zahra Shaker A. 


Article 
Number 
33 55 
32 42 
41 4 
61 
18 
38 
43 
63 
37 
23 
51 
40 
31 
39 
: 19, 66 
62 
8 
22 
24 
37 
63 
45 
44 
43 
52 
37 
60 
63 
3 
52 
66 
64 
54 
27 
|_| 43 
65 58 
2 31 26 
= 4 
73 


